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Course Description
This course emphasizes the role of marketing in creating value for customers. In turn, creating value for customers leads to the creation of value for other firm stakeholders like shareholders and employees.

Marketing activity is at the core of managing a business. Marketing provides the focus for interfacing with customers and is the key source of intelligence about customers, competitors, complementers, and the general business environment. Marketing is concerned with the long-run relationship of the firm to its customers, as well as short-run sales activity. Marketing is a major organizational thrust, rather than just a task assigned to a single functional department.

B7601 introduces students to the role of marketing in the modern corporation, both at the level of the firm and the marketing function. The course provides a set of concepts and ideas for approaching marketing decisions, offers a common language with which to think about marketing issues, and shows how to structure and analyze managerial problems in marketing. The course prepares future CEOs and general managers to deal with core marketing issues by showing how to think strategically about the firms products, services and markets.

B5601 – Part 1 is a companion to B5601 – Part 2. B5601 – Part 1 focuses on strategic decision-making; B5601 – Part 2 focuses on implementing the market strategy.

By the conclusion of B5601 – Part 1, students will have learned a framework for approaching marketing problems. They will be able to develop market strategy in a variety of contexts -- domestic/international, products/services, industrial/consumer, private sector/public and non-profit.

Specific course outcomes include:

· Gaining an understanding of key marketing concepts;

· Developing decision-making skills by applying these concepts to real-life problems both domestically and internationally;

· Assessing market opportunities by analyzing customers, competitors, complementers, and the company;

· Understanding the impact of various environmental pressures on the firm;

· Gaining experience in developing market strategy;

· Developing an awareness of the latest tools, techniques, and research in marketing;

· Developing oral and written communication skills.

Students achieve these outcomes via a combination of lecture/discussion, readings, case discussions, and completing a field project. For those students who do not contemplate careers in marketing, B5601 (Parts 1 and 2) may be the only marketing course you will take in the EMBA Saturday Program. B5601 is designed to meet the needs of both marketing and non-marketing specialists. Since we anticipate that many students are, or will become, general managers, B5601 (Parts 1 and 2) represents what the general manager must know about developing and implementing the market strategy. 

During this course, students will develop a high tolerance for ambiguity. There are no right or wrong answers to marketing problems, just some approaches that are better than others. There are no simple (or even complex) formulae in which to plug numbers and secure the right answer. Students learn to approach complex and unstructured problems in a creative, thoughtful, and measured way. 

Learning to address marketing problems requires a great degree of effort. Hence, B5601 – Part 1 offers opportunities to develop skills in marketing problem solving via several case studies. The case method is an effective means for sharpening your decision-making skills. You become an active participant in resolving a marketing problem. If you work diligently on each successive case, you will develop a way of thinking that is both powerful and has broad applicability.

No previous marketing background is required. Students whose prior marketing education focused on the marketing mix (4Ps) learn that marketing mix design focuses on implementation (B5601 – Part 2). Before implementation decisions can be taken, marketers must address many other important areas.

Course Materials
Course materials comprise a textbook, cases, reading assignments, and analytic materials for developing market strategy. The EMBA Saturday program provides students with the following:

Capon, Noel, Managing Marketing in the 21st Century (3rd Ed.), Bronxville, New York: Wessex, 2012
Capon, Noel and Andrew Yap, Managing Marketing in the 21st Century: Student Study Guide (3rd Ed.), Bronxville, New York: Wessex, 2012
Capon, Noel, The Virgin Marketer (3rd Ed.), New York: Bronxville, New York, Wessex, 2013
Columbia Business School, The Case Method in Marketing Management, available on Canvas
EMBA Global, Marketing Case Packet, provided to students by EMBA office
Capon, Noel, B5601 – Part 1 PowerPoint slides, available on Canvas 

To access Canvas, log in by entering your ID and personal password. 

Managing Marketing in the 21st Century, Managing Marketing in the 21st Century: Student Study Guide, and The Virgin Marketer are also available as pdf eBooks at www.axcesscapon.com. Related material also available from the website includes:

Capon, Noel, Flash Cards for Managing Marketing in the 21st Century, Bronxville, New York: Wessex, 2009
Capon, Noel, Capon’s Marketing Framework (3rd Ed.), New York: Bronxville, New York, Wessex, 2013. (This book is a shortened version of Managing Marketing in the 21st Century.) -- Available as printed book and pdf eBook
Capon, Noel, The Marketing Mavens, New York, Crown Business, 2007
For alternative approaches to marketing, see other leading marketing books, available at Amazon.com:

Kotler, Philip and Kevin Keller, Marketing Management (14th Ed.), Upper Saddle River, NJ: Prentice Hall, 2011
Kotler, Philip and Kevin Keller, Framework for Marketing Management (5th Ed.), Upper Saddle River, NJ: Prentice Hall, 2011
Winer, Russ and Ravi Dahr, Marketing Management (4th Ed.), Upper Saddle River, NJ: Prentice Hall, 2010
Course Requirements

1. Homework Exercises: You are required to submit the following four exercises:







Grade

Due Date


HE1. Lifetime Value of Customers


5%

September 11, 2014
HE2. Financial Analysis for Marketing Decisions
5%

September 27, 2014
HE3. Innovative Approaches in Marketing 

5%

October 18, 2014
All exercises are individual. Other processes are Integrity Code violations. If multiple students turn in identical material, each will receive zero points for that exercise. Bring HE1 and HE2 to class (hard copy) on their due dates. HE1 and HE2 will be posted on Canvas at the appropriate time. 

HE3 follows directly from Peter Ducker’s assertion, noted in Chapter 1 of Managing Marketing in the 21st Century, that the business enterprise has two — and only two — basic functions, marketing and innovation. We tend to think of innovation only in terms of product or process technology, but firms also make many other types of innovation in addressing markets. For this homework exercise you should write up some contemporary customer-focused innovation you have observed. You should:
· identify the general area in which the innovation occurred; 
· describe the way things were done before the innovation; 
· describe the innovation; 
· describe how the innovator developed the innovation; 
· explain why the innovation is an advance on what was done previously; 
· specify why, indeed, it is an innovation; and 
· assess its success. 
Your write-up should be one or two pages. 
2. Field Project: A feature of B5601 – Part 1 is that you focus analytic attention on marketing activities in an organization of your choice. You should work in your assigned learning teams. Materials for the field project are contained within The Virgin Marketer. The Virgin Marketer’s chapters parallel chapters in Managing Marketing in the 21st Century. 

Because of student time constraints, the project will not involve completion of an entire marketing plan. Rather, the focus is on developing a market strategy for the product/market that your learning team chooses. Specifically, you should focus your efforts on the following chapters in The Virgin Marketer: Section II -- Chapters 3, 4, 5; 6; Transition to Strategic Marketing; and Section III – Chapters 8 and 9. You may find the exercises in Appendix 2 useful for your professional development – these should not be handed in.
You should give careful thought to selecting the product/market for your field project. That way you derive maximum benefit from your efforts. You submit the project (typing mandatory) at the end of B7601 – Part 1. The exercises in The Virgin Marketer are designed, as aids to decision-making; if some exercises don’t fit your product/market situation, don’t use them! Note: it is not sufficient simply to fill in templates; you must extract meaning from your analyses. Completed projects must be hard copy, printed on both sides of the page, and simply stapled – heavy plastic covers; page dividers, and so forth are not acceptable. Electronic files are not acceptable. During the course, students are welcome to provide the professor with draft chapters; these will be returned with feedback. 

The time, due date for the field project is 8.30 a.m. EST, Saturday October 18, 1 Oval Court, Bronxville, NY 10708, USA (914 793 2436). (Be sure to include your learning team identifier and all student names on the front page of your project.)

Evaluation
The final grade for B5601 is compiled from individual grades for Part 1 and Part 2 – 50 percent each. Grades for B5601 – Part 1 will be determined based on the following weighting:

· Homework Exercises


20% (HE1, HE2 (5% each); HE3 (10%)
· Class Participation


30%

· Field Project



50%

Students must type all exercises and other assignments.

Class Sessions

Class Conduct: Students should play an active role in class discussion. They should read the assigned textbook chapters before the class and evaluate each case situation. The case situations are set in B2B and B2C; Asia, Europe, and the U.S.: Some are contemporary but less new cases are included for their pedagogic value. For several cases, specific class groups have the responsibility to offer their analyses – assignments are noted for each case. Presentations should take no longer than 10 minutes; plan your timing carefully so that you are not cut off in mid-sentence! After these groups have presented, the professor may randomly select students to continue the discussion – expect cold calling; thereafter discussion is open to the entire class. Your consistent and high quality involvement in case and other classroom discussions via presentation and defense of your positions is central to the course. Study groups are recommended -- they shorten preparation time and also help you to learn more from the cases.  The Case Method in Marketing Management should prove helpful. 

Each student must ensure that the professor has a personal photograph. You may assume the professor has a copy of the class bulletin. If your photograph is not in the bulletin, you should arrange to provide the professor with a copy. As a courtesy to the professor, always have your name card in front of you. If you forget your card, please make up a temporary one.

Time is a precious commodity. Classes will start and end on time. Please be courteous to your classmates by being punctual. If you are unable to attend a class, arrange for a classmate to collect any distributed materials. Uncollected (or lost) materials will not be redistributed in hard copy. 

2. Laptop Policy: You may use your laptops and other electronic devices for course work during class, but not for other activities. Other activities are distracting to the professor and display a lack of respect for the professor and classmates. 

3. Class Preparation: To gain the most from this course, you should be sure to prepare for each class session. Preparation means reading the assigned textbook chapter(s) and, if appropriate, preparing the case. 
4. Honor Code: You should not use lecture or case notes from previous offerings of this course. Nor should you violate the Columbia Business School Integrity Code in any other way.

Pre-Course Assignments – READ CAREFUULY AND ACT ACCORDINGLY
a. Read and study the course outline

b. Come to class prepared to discuss the Federal Express (B) case. The professor will call upon a student to start the class
c. Identify the top two marketing companies in the world. Prepare one page (maximum) (typed) on your choices and reasons for section; be prepared to hand this in. This individual assignment will not be graded, but is required.
d. Complete an organizational orientation scale for your firm or business unit -- whichever level of analysis makes most sense for you. Use either the MARKOR or COLOR scales in Chapter 1 of The Virgin Marketer. Answer the following questions:


i. What conclusions do you draw from the results of your analysis?


ii. What factors led to this situation?

iii. Do you believe that matters will change within the next three years? 

iv. Why (or why not)? And how?

Restate each question before providing an answer. We use this material in class 3; then you hand it in. 

CLASS SCHEDULE

Date – time 
Class

Topic:




             


Case:
SECTION I: MARKETING AND THE FIRM

September 18 – Th2a
1A
The Marketing Process


          Federal Express (B)
September 18 – Th2b
1B
Course Introduction






The Case Method in Managing Marketing






Managing Markets Strategically

               

September 18 – Th3a
2A
The Externally Oriented Organization

September 18 – Th3b
2B
The Value of Customers: Acquisition/Retention                            SonikCD

September 18 – Th00


Discuss Field Project

September 18 – Th00

R1
Marketing Review 1: Financial Analysis for Marketing Decisions
September 18 – Th00
**Assignment due**  Statement about field project (Detailed Course Outline)

October 14 
**Assignment due**  HE1: Customer Lifetime Value
October 14
**Assignment due**  HE2: Financial Analysis for Marketing Decisions

SECTION II:  FUNDAMENTAL INSIGHTS FOR STRATEGIC MARKETING 

October 14 – Tu2a

3A
Market and Customer Insight
    
    J&J Philippines (A) 

Case Presentation: Learning Teams 1 and 2
October 14 – Tu2b


3B
Customer Identification and Customer Value I: Functional and
 Psychological     ICI Fibres 
The Medicines Company

Case Presentation: Learning Teams 3 and 4

October 17 – Fr3a

4A Competitive Insight


   The Arden company




Case Presentation: Learning Teams 5 and 6

SECTION III:  MARKET STRATEGY
October 17 – Fr3b


4B
Market Segmentation
                                 Aqualisa Quartz

Case Presentation: Learning Teams 7 and 8

October 18 – Sa0


R2
Marketing Review 2: B7601 – Part 1 so far, Field Project
October 18 – Sa1a  

5A
Marketing Objectives and Strategy                                             Ryanair

Newlines Airways Ltd. (A)

Case Presentation: Study Learning Teams 9 and 10

October 18 – Sa1b  

5B
Branding                       Red Bull: Building Brand Equity in New Ways

October 18 – Sa1b  


5B Ask the Professor

November 11  
**Assignment due**  HE3: Innovative Approaches in Marketing
November 11  
**Assignment due**  Field Project


Course Concludes
Time key: 
Time slot 0: 8.00 – 8.50



Time slot 1a: 9.00 – 10.25





Time slot 1b: 10.35 -- 12.00





Time slot 2a: 13.00 – 14.25








Time slot 2b: 14.35 -- 16.00





Time slot 3a: 16.30  – 17.55





Time slot 3b: 18.05 -- 19.30



Time slot 00: 19.45 -- 20.45



Day key:
Tu – Tuesday; Th – Thursday; Fr – Friday; Sa – Saturday
Detailed Course Outline
Pre-Course Assignments – READ CAREFUULY AND ACT ACCORDINGLY
a. Read and study the course outline

b. Come to class prepared to discuss Federal Express (B).

c. Identify the top two marketing companies in the world. Prepare one page (maximum) (typed) on your choices and reasons, and be prepared to hand this in. This individual assignment will not be graded, but is required.
d. Complete an organizational orientation scale for your firm or business unit -- whichever level of analysis makes most sense for you. Use either the MARKOR or COLOR scales in Chapter 1 of The Virgin Marketer. Answer the following questions:


i. What conclusions do you draw from the results of your analysis?


ii. What factors led to this situation?

iii. Do you believe that matters will change within the next three years? 

iv. Why (or why not)? And how?

Restate each question before providing an answer. We use this material in class 3; then you hand it in. 

Readings: 
Managing Marketing in 21st Century, Chapter 1 – section entitled, “Marketing as a Philosophy: External and Internal Orientations, and Chapter 20.

SECTION I: MARKETING AND THE FIRM

Session 1A (September 18 – Th2a)
Topic:

The Marketing Process

Case:

Federal Express (B)

At the time of the case, Federal Express is evaluating its various services. Federal Express is wondering what to do about Courier Pak, an overnight document delivery service with presently limited sales. The case provides a context for discussing the entire range of issues surrounding a potential marketing opportunity.

Discussion Questions:
1. Who uses the Courier Pak? How large is the potential market for Courier Pak? What are the appropriate targets for Courier Pak?

2. What is the competition for Courier Pak?

3. Is Courier Pak consistent with Federal Express’s objectives and abilities?

4. Is Courier Pak an economically viable product?

5. If Federal Express decides to go ahead, how should it support and market Courier Pak? You may wish to consider issues related to market segmentation, positioning, product, promotion, price, and distribution.
Readings:
Course outline, B5601 – Part 1


The Case Method in Marketing Management 

Session 1B (September 18 – Th2b)
Topic:

Course Introduction

The Case Method in Marketing

Managing Markets Strategically
We introduce the course and set expectations for students and faculty. We articulate six marketing imperatives. We also identify four fundamental principles upon which to base market strategy. 
Readings:
Managing Marketing in 21st Century, Chapter 1, except section entitled, Marketing as a Philosophy: External and Internal Orientation. 
Session 2A (September 18 – Th3a)
Topic:

The Externally Oriented Organization
We address several distinctions between externally and internally oriented organizations. We explore how these two organization types address different marketing decisions, and suggest an approach to becoming externally oriented.

Readings:
Managing Marketing in 21st Century, Chapter 1, Marketing as a Philosophy: External and Internal Orientation. 

Session 2B (September 18 – Th3b)

Topic: 
The Value of Customers: Acquisition/Retention

We discuss customer acquisition and retention, with special emphasis on customer lifetime value (CLV). We show why firms should focus on CLV; how it affects firm profits and long-term firm value; and how to measure and enhance CLV.

Readings:
Managing Marketing in 21st Century, Chapter 2

Case: 

Sonik CD

Sonik CD was founded as a wholesale buying club for music CDs. Over time, most of Sonik’s sales shifted to the Internet. Sonik is reevaluating its strategic direction.

Discussion Questions: 
1. What is the lifetime value of a SonikCD customer (CLV) for the niche and mass-market options (assume a 12 percent discount rate)?

2. What value do you assign to SonikCD for the niche, mass market, and distribution options?

Think about how you would answer these questions. You need not do the math before class; we shall do that in class.

Session R1 (September 18 – Th00)
Topic:

Discuss Field Project

Topic:

Marketing Review 1: Financial Analysis for Marketing Decisions

September 18 (Th00)
**Assignment due**  Statement concerning Field Project

Each group should turn in a project proposal. Required information includes:

· Learning team identifier

· Names of the team members 

· Organization that is the focus of the project

· Specific product/market arena and business situation the project addresses

 The main purpose of this assignment is for each learning team to reach closure on project definition.

October 14 
**Assignment due**  HE1: Customer Lifetime Value
October 14
**Assignment due**  HE2: Financial Analysis for Marketing Decisions

This homework assignment gives you the opportunity to work on financial analysis problems, similar to those discussed in the Federal Express case. The concepts, like contribution margin, should not be new to you, but their application in a marketing context may be. For background, go to www.ocodes.com me01.
SECTION II:  FUNDAMENTAL INSIGHTS FOR STRATEGIC MARKETING 

Session 3A (October 14 – Tu2a)

Topic:
Market and Customer Insight

We discuss market structure, market and product evolution, and industry and environmental forces. We also commence a discussion of customer insight.

Readings:
Managing Marketing in 21st Century, Chapters 3 and 4
Case: 
J&J Philippines (A)

Learning Teams 1 and 2

“Boy” de Claro, marketing VP for Johnson & Johnson (J&J) (Philippines), Inc. said: “We have decided we must have product introductions if this company is going to grow.” In a few days, the firm would begin shipping a brand new product to the trade. The product, Johnson’s face power, was packaged in a plastic compact for use outside the home.

Discussion Questions:
1. What is the product?

2. What part of the Philippine population represents the potential market? Are those numbers large enough to merit product launch? 

3. What is your assessment of the marketing offer J&J has developed?

4. What do you expect the financial outcome to be?

Session 3B (October 14 – Tu2b)

Topic:

Customer Identification and Customer Value 

We focus on customer identification, and functional and psychological value for customers. A product is a bundle of attributes; customers often buy products -- like a computer, by evaluating its attributes. We discuss multi-attribute utility theory and describe methods for measuring customers’ perceived value of various products. We also discuss the role of psychological influences on choice.

Readings:
Managing Marketing in 21st Century, Chapter 4
Case:

ICI Fibers
Malcolm Hand, tarpaulin end-use manager, was contemplating how to improve sales of Terylene® polyester fiber for use in of tarpaulins – breathable, waterproof covers for the trucking industry. Specifically, Hand was trying to decide who were ICI Fibres’ customers.

Discussion Question:

Who is ICI Fibres’ customer?

Case:
The Medicines Company


Learning Teams 3 and 4
The Medicines Company was formed to acquire/rescue drugs abandoned by other drug firms. Medicines completed development and brought drugs to market. Its first acquisition was Angiomax – a blood-thinning drug used in angioplasty procedures. Medicines received FDA approval for Angiomax. Now it must bring Angiomax to market as a replacement for Heparin, the most widely used blood-thinning drug in coronary medicine. Heparin sells at about $2 per dose; the cost to manufacture Angiomax is $40 per dose!

Discussion Questions:
1. What is the value of Angiomax to customers?

2. Why price should Medicines charge for a dose of Angiomax? Why?

3. Will this be an easy sell or a tough sell? Why?

4. If you were the senior marketing executive at Medicines, how would you promote adoption?

5. What do you think of Medicines’ business model of rescuing abandoned drugs?
Session 4A (October 17 – Fr3a)
Topic:
Competitor Insight
We discuss how to analyze competitors and anticipate their actions.
Readings:
Managing Marketing in 21st Century, Chapter 5

Case:
The Arden Company 


Learning Teams 5 and 6
Arden is market leader in a slow-growth market. Columbia is a distant second but has been acting aggressively and gaining market share. We analyze the position of each firm and consider their options. 

Discussion Questions:
1. What are the options for Columbia?

2. What should Columbia do?

3. What are the options for Arden?

4. What should Arden do?

SECTION III:  MARKET STRATEGY
Session 4B (October 17 – Fr3b)

Topic:

Market Segmentation
Different customers have different preferences -- hence the market segmentation concept. Recent technological advances are pushing this concept to a segment of one or mass customization. We discuss these issues and illustrate with examples.

Readings:
Managing Marketing in 21st Century, Chapter 8

Case:

Aqualisa Quartz: Simply a Better Shower



Learning Teams 7 and 8

Harry Rawlinson, Managing director of Aqualisa, is deciding how to handle marketing for the Quartz shower, the first significant product innovation in the shower industry in many years. Consumer dissatisfaction with overall shower performance is widespread; regardless, the vastly superior Quartz shower -- three years and L5.8 million to develop -- is not selling.

Discussion Questions:
1. What is the Quartz value proposition to plumbers?  To consumers?

2. Why is the Quartz shower not selling?

3. Aqualisa spent three years and L5.8 million developing the Quartz. Was the product worth the investment?  Is Quartz a niche product or a mainstream product?

4. What should Rawlinson do to generate sales momentum for Quartz?  Should he change the market strategy to target consumers directly, target the DIY market, or target developers? Should he lower the Quartz price? Or should he do something different altogether?
October 18 – Sa0


R2
Marketing Review 2 (October 18 – Sa0): 

B7601 – Part 1 so far, Field Project

Session 5A (October 18 – Sa1a)

Topic:

Marketing Objectives and Strategy

Securing market, customer, competitor, and company insight provides a good basis for setting objectives and choosing among strategic options. We discuss and illustrate some of these issues. We also lay out the components of A Complete Market Strategy.

Readings:
Managing Marketing in 21st Century, Chapter 9

Case: 

Ryanair and Newlines Airways (A)



Learning Teams 9 and 10
Ryanair and Newlines Airways are addressing the passenger air-travel market in quite different ways. Ryanair seems to be successful with a low-price strategy. Founded by a Columbia MBA, Newlines plans to fly from London (Stanstead) to New York (JFK), with a single class of service – business class. Newlines has yet to launch and entrepreneur Julian Cook must make a host of marketing and financial decisions.  

Discussion Questions:

1.  Why was Ryanair unsuccessful in the late 1980s?

2. Why was Ryanair successful in the 2000s?
3. If you were Julian Cook, how would you proceed? Why?

4. How should British Airways respond to challenges from Ryanair and Newlines Airways?
Session 5B (October 18 – Sa1b)
Topic:

Branding
We discuss the role of brands in consumers’ evaluation of products and corporations. We show that brands have value to the firm and its customers -- these values can be measured and managed.

Readings:
Managing Marketing in 21st Century, Chapter 11

Case:

Red Bull: Building Brand Equity in New Ways

Founded in 1985 in Austria, Red Bull has grown extensively; geographic expansion in Europe featured prominently in its expansion, followed by entry into the U.S. market. Now Red Bull must contend with the entry of major beverage companies into the energy drink market. 
Discussion Questions:
1. Describe Red Bull’s sources of brand equity. Do these sources change depending on the market or country?

2. Analyze Red Bull’s marketing program in terms of how it contributes to the brand equity. Discuss its strengths and weaknesses.

3. How can Red Bull maintain its marketing momentum? Would you recommend that Red Bull develop any brand extensions? If so, what would this be? Would you use the same marketing strategy?

Topic B:
Ask the Professor
November 11
**Assignment due**  HE3:  Innovative Approaches in Marketing
November 11
**Assignment due** Field Project
The delivery address for HE3 and the Field Project is c/o Professor Capon, 1 Oval Court, Bronxville, NY 10708, USA (914 793 2436). (For the Field Project, be sure to include your learning team identifier on the front page of your project.)
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